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本文的 后一个章节是关于“3Q”大战的案例分析，以发生在 2010 年的





















As the prosperity and the popularity of the network market’s competition is 
intensified, domestic and foreign enterprises are facing unprecedented challenges. 
Handling media relations through the network is the new problesms that the 
enterprises have to face. Business through the media deal with public relations as an 
important aspect is reflected in the overall public relations activities. In the social 
environment of technological advances,enterprises use network as a platform for the 
crisis management and daily relationship maintenance, turns to be the new public 
relations tool. 
Internet is not just a technology and communication tool, it brings the modern 
network environment great changes.And it also brings great changes for the way of 
enterprise’s handling media relations.The influences of the modern media 
environment is comprehensive.The enterprises have to face a more complicated 
environment ,think about the intercross-influence among different kind of media, 
corporate the best way of handling the media relations.All of these put forward 
higher reauirements for the enterprises. 
According to the real war of media relations’ business,the paper came out  
three types of media coping style, which is positive media relations, negative 
relations and the gray media relations. These three types of approachs do exist in the 
areas of media relations in China today. Under the modern market system which the 
fundamental characteristic is jural, enterprises should establish the correct concept of 
media relations, constraints their own behavior and take the road of .rationalization 
and legalization . 
The final section of this article is about the "3Q" War ,Take the war between 
Tencent QQ and the Tiger 360 for example, came up with questionnaire survey of 
basic Research data , explore the the opportunities and contradictions which the 
Chinese enterprises have to face.  
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2011 年 4 月，中国国际公共关系协会（CIPRA）对京、沪、穗、蓉等四个
市场的主要公关公司进行抽样调查，并发布了《中国公共关系业 2010 年度调查
报告》。报告中指出：“2010 年中国网络公关业务取得长足的进步，绝大多数公
司均涉足该服务领域，入榜的 40 家公司中 14 家公司的网络公关业务规模超过
















富士康员工“13 连跳”，腾讯与 360 之间的商业恶战以及国内乳产品企业之间
的网上恶意攻击，涉及公共安全和企业公众形象的企业危机事件接连发生。企
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